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TITLE: System and method for distributing promotional messages over a 
communications network 

TECHNICAL FIELD OF THE INVENTION 

The present invention relates to a system and method for distributing promotional 
messages over a communications network and more particularly, to the provision of 
different promotional messages to different targeted groups e.g. households. 

BACKGROUND OF THE INVENTION 

For many years television advertising has represented the cornerstone of consumer 
marketing. The unique combination of sight, sound, and motion offered by television 
has allowed marketers to build brand equities by persuading consumers that a 
certain brand is either unique and/or better than its competitors. 

Television has been dominated by the broadcast networks, which have offered the 
best available means of broad reach for advertisers. Prior to the advent of cable 
television an advertiser could reach nearly 100% of all homes via broadcasted 
promotions However, the world is changing and many homes are wired for cable. 
These cable systems are effectively replacing on-air broadcast as the actual delivery 
vehicle for programs. With the anticipated increase in viewing options, efficient 
delivery of promotional messages to defined target groups through the sale of in- 
proqram participation or pre-set time slots on a given channel will become 
increasingly difficult. Broadcast networks and their affiliates however, still receive the 
vast majority of advertiser money. Advertisers believe that placing their promotions 
in specific programs will ensure that they reach the right kind of viewers while at the 
same time being aware that simple demographic targeting may be highly wasteful. 

Another reason as to why broadcasters receive the majority of advertising revenue is 
because they continue to attract the largest despite the proliferation of cable 
channels which has fragmented the viewing audience. The likelihood that viewers 
are watching any particular promotional message is reduced by the sheer quantity of 
channels. 

A few attempts have been made in order to remedy the current situation. The U.S. 
patent 5 661 516 entitled "System and method for selectively distributing 
promotional messages over a communications network" to Carles discloses a system 
and method for distributing promotional messages to an individually addressable 
subscriber terminal ("converter") in a network. Promotional messages to be 
distributed over the network contain embedded information identifying categories of 
recipients for each message. A server, centrally located on the network, selectively 
tags promotional messages with the converter addresses of subscribers satisfying 
the identifying categories. The promotional messages are then tra nsm.tted " over the 
network for receipt and display by a television receiver connected to the aa*essed 
converters The addresses are selected by the server based on information stored ,n 
a database related to demographic and other information relating to the household 
of the subscriber. 



Another attempt is disclosed in the U.S. patent 5, 155, 591 ent.tled Me hod and 
aDDaratus for providing demographically targeted television commercials to 
Wad^ob Different promotional messages are broadcast to different demographically 
t^rqeted audiences in a cable television system or the like. A first television channel 
contains television programs and periodic promotional messages. A second 
Ss?on channel contains alternate promotional messages. Means are provided I for 
diteSng when a promotion^ message break in a particular program channel ,s 
about to occur, and selection means based upon the v.ewer s demography 
characteristics are responsive thereto for providing an appropriate promot.onal 
message from the first or second channel during the break. After the promotional 
break the converter returns back to the original television program channel. The 
head-end can transmit a plurality of television program channels each having 
penSc promotional message breaks, with each te.evision program channel^ having 
a corresponding plurality of alternate promotional message channels associated 
therewith Demographic data can be input by a v.ewer via a remote «> ntro| . 
downbaded to a subscriber's converter from a remote head-end, °r Programmed 
So ?he converter at installation. Prioritisation of the demograp^c char ac enst cs o a 
pTuranty of television viewers watching a program together enables he Promotional 
messaqes to be targeted to the viewer having highest priority. With this system the 
ttbto system operator, who controls the head-end. is provided with the capability to 
^SrdLls in the promotional break portions of P^srns ^on^e 
main television program channel, and also for providing a plurality of alternate 
p^omotionaTchannels targeted to different demographically defmed audiences 

The above mentioned prior art systems still suffer from a number of major 
drawback! fTsI it is critical to both prior art systems that the promot.onal messages 
c^n be sSeduTed to fit into the breaks of different te.evision programs Evidently, a 
auite comprehensive and intelligent system is required to keep track of all 
XmoTna. breaks in each program channel, especi ally in , - ^Jj™^ at 
environment Throughout the day each promot.onal message should be inserted at 
Tscheduled time and once the promotional break is over rent 
program needs to be ensured. In addition, the inherent vanat.on .n length of drfferent 
promotional messages makes the task even more complicated. 

Second although Wachob mentions the possibility for a viewer to input demographic 
dlt?the p ior art systems are so called simplex systems. ..ejhere are no consumer 
faction means provided in order for the consumer to react upon a certa.n 
promotional message currently viewed. 

It would therefore be advantageous to provide a method and apparatus for targeting 
specific proSona. advertisements to demographically selected audiences which 
does not suffer from the above drawbacks. 

SUMMARY OF THE INVENTION 

The present invention provides a direct information channel via a communications 
Sttork to e g households for advertising purposes. As set out in the appended 
dais the invention comprises both a method and a system. In a preferred 



embodiment of the present invention a method for use in a network for sending 
promotion messages to target groups provided with a display comprises the steps of 

- inputting a promotion message; 

- selecting a target group; 

- allocating a promotion channel in said network for said promotion message; 

- allocating a portion of said display for said promotion channel; 

- sending said promotion message over said network in said promotion channel; and 

- outputting said promotion message in the allocated portion of said display at the 
selected target group. 

The system of a preferred embodiment for sending promotion messages to target 
groups provided with a display comprises 

means for inputting a promotion message; 

means for selecting a target group; 

means for allocating a promotion channel in said network for said promotion 
message; 

means for allocating a portion of said display for said promotion channel; 

means for sending said promotion message over said network in said promotion 
channel; and 

means for outputting said promotion message in the allocated portion of said display 
at the selected target group. 

Further details will be found in the claims and the description. 
BRIEF DESCRIPTION OF THE DRAWINGS 

Figure 1 shows a block diagram of an embodiment of the system in accordance with 
the invention; 

Figure 2 shows an embodiment of a television picture with a promotional banner in 
accordance with the invention. 
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DETAILED DESCRIPTION OF EMBODIMENTS 



SYSTEM OVERVIEW 

Figure 1 shows a block diagram of a system in accordance with the invention for 
distributing promotional messages over a communications network to a display. The 
dashed lines denotes logical information flow. The physical flow is to/from/within the 
Internet As shown in Figure 1 the system comprises a back-end control application 

1 a central promotion scheduler 2, a regional promotion scheduler 3, a head-end 
application gateway 4, a response monitor 5, a set-top box 6 and a display 7. The 
back-end control application 1 is the main application used in defining which 
promotional message that should be displayed where, when and how. As will be 
described in more detail below the back-end control application 1 receives input from 
a plurality of sources including advertising companies, demographical databases, 
proprietary customer databases, consumer interest profiles, data from previous 
campaigns etc. The processing of the above sources results in a selection criteria 
which in turn gives a target group of e.g. households, a point in time to display the 
promotional message and, if so desired, an enhanced promotional message In this 
way it can be ensured that advertising companies receive the highest possible value 
for their money. The output of the back-end control application 1 is fed to the central 
promotion scheduler 2. The central promotion scheduler 2 comprises the mam 
promotion database where promotion messages and related information obtained 
from said back-end control application 1 are stored. The central promotion scheduler 

2 is also responsible for distributing infornnatioivto the regionaj promotion scheduler 

3 if so required. The main "function of the regional" promotion scheduler 3 is to off- 
load the central promotion scheduler 2 due to the large number of households, time 
slots and promotion messages that the system needs to handle. To this end the 
regional promotion scheduler 3 may contain a cache of promotion message and 
related information to speed up the distribution of that information for a subset of the 
households. In particular, the regional promotion scheduler 3 may keep track of 
when it is time to send a particular promotional message down the network in order 
for it to arrive in time considering potential bandwidth limitations. 

The main function of the head-end application gateway 4 is to act as the interface 
between the rest of the system and the network and thus with the displays. The 
head-end application gateway 4 interacts with all set-top boxes 6 within its segment 
in a promotion channel, which is part of the network. In particular, the head-end 
application gateway 4 handles the individual addressing of the set top boxes 6 
based upon the selected target groups and receives all consumer/viewer interaction. 
The head-end application gateway 4 may for this purpose investigate each logged 
on consumer profile, match the profile with the selection criteria and forward the 
appropriate messages to the respective set-top boxes 6. The main function of the 
response monitor 5 is to act upon consumer/viewer responses when a promotion 
message is shown. To this end the set-top box 6 is adapted detect any 
consumer/viewer interaction with the promotion message and to forward this event 
via the head-end application gateway 4 to the response monitor 5 which retrieves 
e q a web page to hand over from the back-end control application 1 . It also updates 
the campaign statistics with the event. The main feature of the set-top box 6 from is 
to handle the user interface and the interaction needed with the consumer. The goal 
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is to create a thin GUI client, connected to a server where the server functionality is 
split between other applications. The application in the set-top box 6 is denoted the 
set-top box promo application. It may be tightly connected to the head-end 
application, which contains the business logic of the user interface. 

Although the system has been described to have a central as well as a regional 
promotion scheduler it is conceivable to merge the two into a single scheduler. It is 
also evident that the system can comprise any number of central promotion 
schedulers, regional promotion schedulers and head-end application gateways. 
Even if the expression households is used above it is evident that the above system 
may include displays not only located at households but anywhere, e.g. in shops, 
banks, restaurants, etc. 

Each application above may have a connection to Internet, and may use standard 
communication mechanisms. Preferably, none of the applications has a direct 
access to any other application. The different "application boxes" denotes functional 
blocks. The actual location of these blocks can be any server set up to support the 
system. All, some or none of the boxes could be located in the same server. The 
reason to divide them here is to separate the functionality on a system level. 

TIME SLOT 

In accordance with the invention the promotion channel is divided into a number of 
time slots. The duration of each time slot is preferably in the order of minutes. During 
a time slot, the promotion message controls what is displayed on the television 
screen portion allocated for the promotion channel. Each household may be handled 
individually, i.e. different households may have different promotion messages 
displayed during the same time slot. To be able to show e.g. BMW promotions when 
a car is displayed in e.g. a James Bond movie would, however, require time slots 
down to the order of 5 seconds, if the appearance of the promotion message is to be 
controlled by the time slot mechanism. This would then lead to an unreasonable 
number of time slots per calendar day and so it is preferred to make the promotion 
message intelligent so that it can decide itself when during the time slot it is 
supposed to appear on a particular display. 

The head-end application gateway 4 is provided with means for monitoring 
synchronisation signals. The available sources of these signals vary over time and 
the functionality of the application. The application offers a number of services that 
are made visible to the promotion message through the set-top box application. The 
sources of synchronisation information includes Video Tape Recorder (VTR) signals 
at program start provided by the broadcast channel, other synchronisation signals 
provided by the broadcast channel, e.g. promotion start synchronisation signals. 

A plurality of promotion messages that are to be shown during a plurality of time 
slots may be assembled into a campaign. There may also be more than one 
promotion message used and each of them may be used during a set of time slots. 
The promotion messages are sent to a plurality of households that matches the 
selection criterion that is set up for the campaign. The invention provides for any 
number of campaigns to be run simultaneously as each campaign makes its own 



selection of which households to target. Some campaigns may of course overlap, but 
this is can be handled by the present system. 

Since the promotion messages rely on time slots, it is important that most devices in 
the system/network have the same time, i.e. that all time slots are due at the same 
time for all households. The demand for accuracy is reduced if the promotion 
message relies on an external event for synchronisation. For promotion messages 
not synchronising, they will be relying on a time related to the time slot start. 

Different broadcast channel companies are located in different time zones. It is 
therefore preferable to use an internal time reference that is invariant to the actual 
location of the set-top box 6. In the US East Standard Time is used and in Europe 
Greenwich Mean Time, GMT. An advantage of using GMT is that it is not adjusted 
for daylight savings time. The conversion between GMT and local time is used by 
the head-end application gateway 4. When defining a campaign local time is 
normally used as the time base. The back-end control application 1 may transform 
the time slot specification to GMT. The head-end application 1 is aware of the time 
zone for e.g. the CATV segment that it is responsible for and converts the time slot 
information to local time. In the set-top box 6, the promotion message can retrieve, 
local time, GMT and campaign owner time, selected at the campaign set-up. The 
reason for not using only local time is that it should be possible to use the same 
promotion message world-wide, regardless of the actual location of the set-top box 
6. On the other hand, the set-top box 6 must be know the local time if 
consumer/viewer defined events shouldj^e possible to manag e. No te that different 
time zoneslneans that the local time differs when a program is sent. 

CONSUMER PROFILE 

Consumer/viewer profiles denote a profile of interest. It reflects the "soft" parts of the 
people currently watching the television. The profile may be the only source of 
information used by the system to select which viewers to direct promotion 
messages to. According to the present invention each household is provided with a 
pre-allocated profile which is set up in advance e.g. when a subscription is done. 
This initial profile is called the default profile. However, the present invention also 
features additional profiles, which the viewers can define themselves. The viewers 
freely select the content of those profiles. This means that different people in a 
household can define their own profiles reflecting what they are interested in, as well 
as allowing them to use different profiles at different times of the day. There may be 
any number of profiles. The user can also update and delete the consumer profiles. 

The consumer profiles are stored locally, and the selected profile is sent to the 
promotion scheduler 2,3 when selected. If only a default profile exists, the viewer 
need not specify any profile when switching on the television set since the default 
profile will be selected automatically by the system. The default profile may also be 
used after a timeout period, if no profile has been selected. The timeout value may 
be set to a few seconds, but can be changed by the viewer. The viewer profiles 
cannot be linked to a particular viewer because of the profile set-up procedure. This 
is not assumed to be a drawback since the normal situation is that there is more than 
one person watching the television. The profile that will be used is most likely some 



approximation of the interests of all the viewers watching within a particular 
household. Providing multiple profiles allow the viewers to select profiles that more 
closely match the interest of the persons currently watching. The default profile is 
also used by the present system when allocating promotion messages for the 
viewers before any statistics have been collected. 

The usage of the profiles defined for a particular consumer is continuously 
monitored. Since the profiles themselves are stored locally on the set-top box, and 
the user can edit the profiles locally, the exact content of the profiles are not known 
until selected to be used by the user. There are also volatile parts of the profile such 
as current channel selected. The system therefore needs to do some statistical 
measurements on the usage of the categories within the profiles, to be able to make 
a forecast of the hit rate when defining a campaign 

SELECTION OF TARGET GROUP 

In accordance with the invention, when a target group of households is to be 
selected for a campaign, the selection criterion may be composed of information 
from a plurality of sources comprising: 

1. Generally available demographical data, e.g. number of household members and 
their age. Some of these data can be obtained at the time of subscription; others 
retrieved from public sources; 

2. Proprietary knowledge about the targeted households; ~ 

3. Former campaigns results; 

4. Consumer profiles; 

5. Television channel currently being watched; 

Data from the first three sources does not change substantially between the 
campaign definition and expiration of a time slot and is therefore called non-volatile 
data. Data from the latter sources, however, does indeed vary within the above time 
frame and is called volatile data. In fact, the latter data is dependent on the current 
viewer behaviour and may therefore change rapidly. 

STATIC 

In accordance with the invention, the allocation of time slots can in one embodiment 
be made statically at campaign set up time. The households and time slots are then 
allocated during campaign definition by using a selection criterion that is based on 
the non-volatile data described above. 

DYNAMIC 

When the promotion messages of the present invention are to be sent to large 
populations with several millions of households, the static allocation strategy will 
have difficulties in coping with the fact that households are added and withdrawn 
from the subscriber list. If the target groups are selected several weeks in advance, 
new households will not be covered since they were not a part of the selection when 
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the campaign was set up. Removed households will also affect the performance 
since there is a probability that households are removed from the selected group. A 
problem related to the removed households is the fact that some television receivers 
are not switched on during a particular time slot when a promotion message is 
dispatched. This will also affect the selected target group for a campaign. Moreover 
the above described static selection criterion does not take into account that the 
consumer/viewer may have e.g. a selected a consumer profile or watch a particular 
television channel. 

In accordance with the present invention, it is therefore preferred to use a dynamic 
allocation. By using a dynamic allocation the system describes the target 
households with a selection criterion that is not executed until the actual time slot is 
approaching or is due. The criterion can then easily cope with added households 
since all households matching the criterion will be targeted. One problem with this 
approach is that the system does not know at campaign set up time exactly how 
many households that will be targeted. 

The process of determining what households should be presented with which 
promotional message at which time may according to the invention be defined by the 
following process: 

The time slot or slots when a promotional message should be presented is selected. 
Each time slot may be of equal length. The targeted group of households is selected 
based on non-volatile consumer data e.g. demographical data. The data is retrieved 
either from public sources or from invariant/static parts of the consumer profile. The 
selection criterion within the group is set up and is based on the volatile consumer 
data e.g. categories of interest that the user has stated in the consumer profile. The 
selection criterion is sent out to the head-end application gateway 4, which controls 
the group of households selected, together with a priority of that selection criterion. 
The priority may be set by a back-end control application 1 when the selection 
criterion is defined. For each household and time slot, the selection criterion is 
added to a priority queue of selection criteria. When the time slot is due, each 
selection criterion in the queue is tested, with the high priority ones first. When a 
criterion matches the consumer profile, the associated promotional message is 
selected to be displayed. 

It is of course possible to make the selection centrally, based on the current 
consumer profile in use, assuming that the same profile is used for a certain time 
ahead. When the user changes the consumer profile, a new set of promotional 
messages can be downloaded. However, if the selection criterion is based on 
current broadcast channel in use, it can be assumed that often the switch is made in 
the order of minutes, causing a heavy load on the network and too slow response. 

In accordance with the invention the following alternate process may be used: 

As above the time slot or slots when a promotional message should be presented is 
selected, the targeted group of households is selected based on non-volatile 
consumer and the selection criterion within the group is set up and is based on the 
volatile consumer. Then, however, when the user logs on or changes consumer 
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profile a notification is sent to the scheduler application 2, 3, which calculates the 
promotion messages for a period of time ahead, and assuming that the consumer 
profile is the same. The promotional messages are sent down to the head-end 
application gateway 4, which forwards the message to the appropriate set-top boxes 
6 When the user changes consumer profile, the promotional messages are 
recalculated and the new set of messages is sent down to the head-end application 
gateway 4 for further distribution. The alternate process requires less memory, but 
will probably consume more bandwidth for the network in total, since a lot of data is 
wasted when the user changes profiles. The response requirements are also higher, 
since a lot of traffic is needed when profile changed. 

Because of the above selection criteria, it is likely that some households will not be 
targeted for any promotion message during some time slots. This is not an optimal 
situation and in order to fill these gaps, selection criterions must be able to contain a 
condition that allows a promotion message to be displayed if no other one is. 
Extending this process to allow multiple "background" activities is possible if each 
background campaign is assigned a priority. If two households are selected for a 
background campaign, the one with highest priority will be shown. It is likely that 
higher priority campaigns cost more. 

SCREEN ALLOCATION STRATEGY 

There are no unused areas of the television screen that can be used for the 
~promotion"messages-accbrding to the inventionrEven without the change from 4:3 to 
16-9 format screens, there are many different picture formats used for movies and 
videos The number of combinations is large and state of the art television sets also 
have the ability to resize the screen both vertically and horizontally to allow the user 
to use the entire screen for the picture. The invention therefore provides the 
promotion message on top of the television broadcast in a portion of the screen as 
shown in Figure 1 , thus hiding or replacing a portion of the broadcast with the 
message during fractions of time. 

In the preferred embodiment shown in Figure 2 and according to the present 
invention the promotional message is shown as a banner 8, 9 close to the screen 
border The banners 8, 9 are located at the upper and left borders of the screen, 
respectively, since those areas seem to contain the least information. In the lower 
parts the text strips normally appears, and in the top right corner the broadcast 
channel information is shown, which makes these two borders less useful. The 
banners 8, 9 are shown as thin rectangular stripes. Nevertheless, if so desired said 
banner 8, 9 can be expanded to any suitable size and shape and/or be located at 
any suitable location within the screen. 

The information channel consequently is always available independent of which 
television channel a consumer/viewer has selected. In addition and as shown , in 
Fiqure 2 the new information channel requires only a small amount of the television 
screen to be allocated during short intervals for the promotional messages to be 
shown in an optimal way. 
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INTERACTION 

According to a particular feature of the present invention there are provided pre- 
allocated interaction buttons 10, 11,12 within the promotion message. In the 
preferred embodiment these interaction buttons are shown to be located in the 
corners of the television screen but, of course, these interaction buttons 10, 11, 12 
can be placed anywhere on the screen. Their usage is modal e.g. their usage 
depends on the needs from the banners. From an esthetical point of view, the 
banners 8, 9 including the interaction buttons 10, 1 1, 12 could cover the entire 
border. The upper banner 8 contains the promotion message of the present 
campaign. The left banner 9 is allocated for services requested by the user, e.g. 
scheduled alerts. The upper interaction buttons 10, 1 1 are allocated for the 
promotion message, and the lower 12 for usage related to user requested services. 

The user interacts with the TV set-top box application by using a standard remote 
control, with enhanced functionality to also control a cursor on the TV screen. 

The interaction with the interaction buttons 10, 11, 12 is monitored by the system, 
preferably by the set-top box 6, and stored centrally for statistical purposes and for 
analysis of the outcome of a campaign. Preferably, the promotion message is 
removed from the screen when any of the buttons is selected. The number of 
buttons, what actions they are supposed to carry out etc. is defined at campaign set 
up. In a preferred embodiment one of the upper interaction buttons 10, 1 1 can be 
used for a "more" or "order" request and the other 10, 1 1 for a "quit" request. The 
number of "order" button clicks then reflects the success of the campaign, i.e. the 
number of consumers/viewers that have actually interacted with the promotion 
message. The consumer responses are collected for each campaign, and a 
campaign report is generated. 

Normally the button is a link to a Web page. The button itself is however not 
displayed under the control of any browser. Instead, a promo application has control 
of the buttons, and can therefore collect the user responses on the campaign. When 
defining the campaign, the link to the Web page is defined. When selected, the 
control of the television screen is handed over to some browser, that is a part of the 
set-top box standard functionality. 

The sum of "order and "quit" gives the least number of television receivers at which 
a particular promotional message actually has been watched by a consumer/viewer. 
If a consumer/viewer interacts with a promotion message, a verified hit has occurred. 
Otherwise, if the television is on but the user did not act on it, a non-verified hit has 
occurred. 

It is preferable to keep the number of promotional messages at a reasonably low 
level since the used portion and the frequency of messages are a trade off between 
consumer expectations and business needs. 
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SPECIAL FEATURES 

In accordance with the present invention a launch panel can be brought up on the 
television screen by e.g. a button on the set-top box's 6 remote control. The launch 
panel is mainly a menu of application that is possible to execute. The launch panel is 
a part of the standard application in the set-top box 6, with added functionality 
according to the invention for interaction with the promotion messages. The add-ins 
provided by the present invention comprises management of consumer profiles, 
starting a web browser, downloading electronic coupons, retrieval of promotion 
messages, management of user defined services, such as alerts. 

The features of the web browser available from the launch panel are defined by the 
browser application. The history of visited pages is stored in a history list. A cache of 
pages is stored locally in the set-top box 6. This is administered by the browser 
application, which is a part of the standard feature set in the set-top box 6. Each 
shown promotion message may be stored locally, and may be recalled from the 
launch panel. In addition, subcategories as well as overview of the promotion 
messages are available and promotion messages involving coupons can be re-run. 
The viewer can request the system to survey coupons during non-watching hours. 
They can be retrieved later from the history. This feature will increase the incitement 
for the consumer to use the consumer profile concept. The history list of the browser 
is separated from the history list of promotion messages since these are managed 
by separated applications. This makes it easier to include a third party browser into 
"the "s7sTeTTrThe"^rrsumer-profiles may-be-password protected. The content of the 
history list of promotion messages does not contain entries from other consumer 
profiles that are password protected. The content of the history list in the browser, as 
well as what pages are possible to view, are restricted by the mechanisms available 
in the browser. The promotion message may display an offer that the consumer may 
acknowledge. In this case, an electronic coupon is offered that can be loaded into a 
smart card that is used together with the application. The coupons are stored in a 
personal coupon basket, which upon command from the consumer are loaded into a 
smart card for later use in the store or the like. The set-top box 6 provides the 
means for using a smart card, which can be used for the following purposes: 

- Identification of the household. Using a smart card makes it possible to download 
all subscription data. When starting the set-top box the first time or power on, the 
smart card is used to identify the household. 

- Management of electronic coupons. The card holds a coupon basket with 
electronic coupons that is later used in the stores. 

- Identification of consumer profile. The identification includes household 
identification as well as profile information. This information can be used when the 
consumer is not at home, but wishes to use the fine-tuned favourite profile and the 
personalised user defined services. The later feature can e.g. be used by 
businessmen on travel, and in the hotel room identifies himself and then gets the 
personalised settings. 
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USE CASES 

In order to more fully appreciate the present invention a number of so called use 
cases will be illustrated below including target consumer profile, promo when in 
television, block/enhance television promotion, test campaign and consumer 
requested information. For each use case the following applies: 

1 . A time slot is selected based on a criterion specific for the use case. 

2. A group of households is selected based on a demographical data, proprietary 
customer knowledge, and/or the consumer profile. 

3. A selection criterion based on the consumer profile is set up for the group 

TARGET CONSUMER PROFILE 

Targeted promotions for different consumer groups e.g. diaper promotion to be 
generated to customer households with small children, bank loan promotion to be 
generated to households with low income. The time slot when the promotion 
message should be might not be as critical as in the subsequent use cases. It is 
probably not a matter within seconds to display a certain message. Here is rather a 
time period more appropriate. The selection criterion for the households is based on 
what consumer group the promotion is directed to. 

PROMO WHEN IN TELEVISION 



Although the present invention provides a metho'dTor displ^ifigpromotion~ 
messages independent of which channel a viewer is currently watching and which 
are not linked to the traditional promotional breaks, it may be desirous to be able to 
show e.g. BMW promotions when the car is displayed on the television screen. To 
this end the time slot when the promotion message should be displayed is calculated 
based on the start time of the program or movie. The selection criterion for the 
households is based on the selected television channel and e.g. income. This use 
case assumes that the system knows what television channel that is selected by the 
consumer, i.e. that the selection criterion can act on the consumer profile. 

BLOCK/ENHANCE TELEVISION PROMOTION 

Blocking/enhancing promotion to be displayed in connection to competing/same 
promotion in the television channel. The time slot when the promotion message 
should be displayed is based on the time the promotion is sent on the channel. The 
selection criterion for the households is based on what consumer group the 
promotion is directed to and the television channel selected. This use case assumes 
the system knows what television channel that is selected by the consumer, i.e. that 
the selection criterion can act on the consumer profile. From a technical standpoint, 
this use case is the same as "promo when in television". It synchronises the 
promotion message to an external event from the promotion message point of view. 
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TEST CAMPAIGN 

Two different targeted promotions are used and sent to two equally generated 
consumer groups. The consumer response (hit rate, interest rate, buy request rate) 
are collected and a report generated on the response characteristics on each 
campaign. The time slot when the promotion message should be displayed might not 
be as important from the selection criterion point of view. On the other hand, the two 
groups must have their messages at the same time to allow the results to be 
comparable. The selection criterion for the households needs to be made in a way 
that allows the forecast algorithm to determine that the two groups are of equal size 
and contents. It should be noted that the system can never assure that the two 
groups are exactly equal, even if they are from a selection point of view, since the 
television set might not be on at the time of the promotion message. If only non- 
volatile data is used for the selection criterion, the forecast will be more accurate. It 
will be up to those defining the campaign how much uncertainty that can be 
accepted. 

CONSUMER REQUESTED INFORMATION 

This use case differs in that is does not contain any promotion to be presented to the 
consumer. Instead, the user has requested some information to be displayed in the 
same way as the promotions. It can be e.g. an alert when a television program starts 
on another television channel. This use case differs significantly from the other. In 
this case, there must be applications available somewhere that implements e.g. a 
calendar function. When certain events occur, the applications send out a 
"promotion" to the television. This "promotion" needs to be shown somewhere else 
than the ordinary promotions. 

Although the invention has been described in connection with a preferred 
embodiment thereof, those skilled in the art will appreciate that numerous 
adaptations and modifications may be made thereto without departing from the spirit 
and scope of the invention, as set forth in the appended claims. 
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CLAIMS: 

1 . A method for use in a network for sending promotion messages to target groups 
provided with a display comprising the steps of 

- inputting a promotion message; 

- selecting a target group; 

- allocating a promotion channel in said network for said promotion message; 

- allocating a portion of said display for said promotion channel; 

- sending said promotion message over said network in said promotion channel; and 

- outputting said promotion message in the allocated portion of said display at the 
selected target group. 

2. The method of claim 1 further comprising the steps of 

- dividing said promotion channel into a number of time slots; and 

- allocating said promotion message to a time slot. 

3. The^nethod of any of the previous cla^s"further comprising the~steps of 

- identifying non targeted groups; 

- selecting a background promotion message for said non-targeted groups; 

4. The method of any of the previous claims further comprising the steps of 

- providing interaction means at said display associated with said promotion 
message; 

- registering any user interaction with said interaction means; 

5. The method of any of the previous claims further comprising the steps of 

- selecting a target group; 

- outputting a first promotional message to a first subgroup of said target group; 

- outputting a second promotional message to a second subgroup of said target 
group: 

- collecting consumer responses from said first and second subgroups . 
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6. The method of any of the previous claims comprising the steps of 

- selecting said target group based upon non-volatile and volatile data;. 

7. A system for use in a network for sending promotion messages to target groups 
provided with a display comprising 

- means for inputting a promotion message; 

- means for selecting a target group; 

- means for allocating a promotion channel in said network for said promotion 
message; 

- means for allocating a portion of said display for said promotion channel; 

- means for sending said promotion message over said network in said promotion 
channel; and 

- means for outputting said promotion message in the allocated portion of said 
display at the selected target group. 

8. The system of claim 1 further comprising 

- means for dividing said promotion channel into a number of time slots; and 

- means for allocating said promotion message to a time slot. 

9. The system of any of the previous claims further comprising 

- means for identifying non targeted groups; 

- means for selecting a background promotion message for said non-targeted 
groups; 

10. The system of any of the previous claims further comprising 

- interaction means at said display associated with said promotion message; 

- means for registering any user interaction with said interaction means; 

11. The system of any of the previous claims further comprising 

- means for selecting a target group; 

- means for outputting a first promotional message to a first subgroup of said target 
group; 



- means for outputting a second promotional message to a second subgroup of said 
target group: 

- means for collecting consumer responses from said first and second subgroups 
12. The system of any of the previous claims further comprising 

- means for selecting said target group based upon non-volatile and volatile data;. 



ABSTRACT 



The present invention provides a direct information channel via a communications 
network to e.g. households for advertising purposes. In a preferred embodiment of 
the present invention a method for use in a network for sending promotion messages 
to target groups provided with a display comprises the steps of 

- inputting a promotion message; 

- selecting a target group; 

- allocating a promotion channel in said network for said promotion message; 

- allocating a portion of said display for said promotion channel; 

- sending said promotion message over said network in said promotion channel; and 

- outputting said promotion message in the allocated portion of said display at the 
selected target group. 




DRAWINGS 

Figure 1 



Promotion Data Promotion Data 




THIS 



